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Customer  Services  Product  Segmentation 


The  increasingly  dominant  role  of  services 
within  the  IT  industry  has  been  dramatically 
underlined  by  UNISYS's  announcement  this 
month  to  separate  its  product  and  IT  services 
businesses. 

This  is  a  move  clearly  designed  to  increase  focus 
on  the  provision  of  total  services  like  systems 
integration  and  outsourcing.  UNISYS  have  yet  to 
articulate  how  they  plan  to  provide  product 
support  services  with  this  new  structure. 

However,  it  is  the  increasing  emphasis  in  the 
industry  on  total  service  provision  that  obscures 
the  fundamental  issue  for  product  vendors, 
designing  profitable  customer  services  support 
models. 

This  task  is  becoming  increasingly  complex  as 
IT  markets  continue  to  fragment  and 
distribution  channels  become  more  complex. 
Product  vendors  are  needing  to  utilise  market 
segmentation  and  targeting  techniques  to  tackle 
their  customer  services  product  support 
requirements.  ' 

This  bulletin  briefly  reviews  a  market 
segmentation  and  targeting  model  and  includes 
details  of  two  recent  examples  of  this  approach, 


SUN  Microsystems'  SunSpectrum'"  service 
programmes  and  Tandem's  software  product 
support  offering  for  its  newly  introduced 
HIMALAYA  systems  range. 

Market  Segmentation  Model 

The  first  step  in  identifying  target  markets  is 
classifying  the  market  into  meaningful  groups  of 
potential  customers.  Within  each  group, 
customers  must  demonstrate  broadly  similar 
needs  or  demonstrate  similar  buying 
characteristics. 

In  order  for  these  market  segments  to  be  useful 
for  market  targeting,  they  must  be,  at  least  to 
some  extent,  measurable,  accessible,  substantial 
and  actionable.  When  this  is  the  case  this 
market  segmentation  process  directs 
management's  attention  to  the  most  useful  and 
realistic  opportunities  because  it  has  the  data  to 
evaluate  them. 

Exhibit  1  shows  a  general  service  product 
support  segmentation  model.  This  model 
clearly  focuses  on  service  delivery  polarisation 
between  comprehensive  total  system  (high 
integration)  support  needs  and  those  of  specific 
product  support. 
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Exhibit  1 

Service  Product  Demand  Matrix 
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The  examples  of  support  services  from  SUN  and 
Tandem  described  in  this  bulletin  primarily 
address  the  product  support  issue,  whilst 
comprehensive  system  support  needs  were 
discussed  in  a  recent  bulletin  on  Problems 
Management  (Vol.  IV  No.  13). 

The  issue  being  faced  by  product  vendors  is  that 
of  ensuring  ultimate  end-user  support  but  in  a 
way  that  is  profitable  to  the  firm.  Microsoft's 
recent  statements  on  Windows  NT  support, 
effectively  abdicating  from  its  provision  and 
opening  the  field  to  independents  in  the 
distribution  channels,  underlines  the  difficulty  of 
supporting  mass  market  products  profitably 
through  complex  channels. 

To  increase  service  profitability  vendors  are 
having  to  simplify  their  delivery  mechanisms 
and  this  means  productisation  based  on  the 
identification  of  market  segments.  The  range  of 
service  products  allows  product  vendors  to 
target  a  number  of  service  need  levels. 


Ultimately  the  customer  who  needs  a  total 
problems  management  service  will  need  to 
contract  with  a  provider  who  can  combine  a 
number  of  service  products  to  provide  a 
customised  service,  for  example  Tandem's 
Custom  Availability  Support  described  below. 

SUNSPECTRUMSM 

SUN  Microsystems  introduced  a  range  of 
product  support  services  in  May  1993  designed 
to  simplify  (and  therefore  make  more 
profitable)  the  delivery  of  services  across  a  wide 
range  of  customer  needs.  (See  INPUT'S 
Research  Bulletin  Vol.  IV  No.  7). 

SUNSPECTRUM™  demonstrates  one  market 
segmentation  targeting  approach  to  address  the 
issue  of  increasing  complexity  in  the  delivery  of 
product  support  through  diverse  channels. 

As  shown  in  Exhibit  2,  there  are  four  levels  of 
service  ranging  from  Bronze'"  the  entry  level,  to 
Platinum*"  the  premiere  level  of  support 
designed  for  enterprise  wide  maximum 
availability  environments. 
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Exhibit  2 

SunSpectrumSM  Programme  Comparison 


Services 

Platinum 

Gold 

Silver 

Bronze 

Unlimited  plione  support 

7x24 

7x24 

7am-7pm  M-F 

9am-5pm  M-F 

On-site  response 

7x24 

7am-7pm  M-F 

9am-5pm  M-F 

OSSC  once/wk 

Customer  defined  priority 

yes 

yes 

yes 

no 

Pi  -  urgent  (plione/on-site) 

live  xfer/2hr 

live  xfer/4hr 

live  xfer/4hr 

4hr/not  avail. 

P2  -  seriously  impaired 

2hr/4hr 

2hr/1  bus  day 

2hr/1  bus  day 

4hr/not  avail. 

P3  -  not-critical 

4hr/planned 

4hr/planned 

4hr/planned 

4hr/not  avail. 

Systems  approach  coverage 

yes 

yes 

yes 

yes 

Remote  dial-in  analysis 

yes 

yes 

yes 

yes 

Replacement  hardware  parts 

onsite 

onsite 

onsite 

OSSC  once/wk 

Solaris  enhancement  releases 

yes 

yes 

yes 

yes 

Patches  &  maintenance 
releases 

yes 

yes 

yes 

yes        i  ■■ 

SunSolve  licence 

yes 

yes 

yes 

yes 

7  X  24  telephone  coverage 

yes 

yes 

option 

no 

7  X  24  on-site  coverage 

yes 

option 

option 

no 

2  hour  on-site  response 

yes 

option 

option 

no 

Self-paced  education  library 

SunTutor/Video 

SunTutor/Video 

option 

no 

Personal  account  support 

yes 

yes 

option 

no 

On-site  support  reviews 

quarterly 

semi-annual 

option 

no 

Technical  support  plan 

yes 

no 

no 

no 

99%  uptime  guarantee 

yes 

option 

no 

no 

Site  activity  log 

yes 

yes 

no 

no 

Coaching  &  training  service 

1 5  days/year 

no 

no 

no 

On-site  support-full  time 

option 

no 

no 

no 

Additional  telephone  contacts 

option 

option 

option 

option 

Unbundled  software 
enhnacements 

option 

option 

option 

option 

Source:  SUN  Microsystems 
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Himalaya  Software  Support 

TANDEM  recently  announced  (July  1993)  the 
Himalaya  Range  of  parallel  -  processing 
architecture  server  systems.  A  stratified  range 
of  service  product  offerings  was  announced  by 
Tandem  for  supporting  the  software  products  on 
this  system.  An  important  reason  for  this 
stratification  is  the  wide  range  of  customer 
needs  anticipated  for  a  system  offering 
scalability  over  a  wide  performance  range.  (Its 
packaged  configurations  range  from  2  to  16 
processors). 

Exhibit  3  defines  the  service  components  for 
five  different  levels  of  support,  one  of  which  is  a 
basic  warranty  service. 

The  other  four  are  described  as: 

•  Self  Support  for  customers  who  elect  to 
provide  their  own  software  support,  but 
would  like  the  added  security  of  electronic 
access  to  Tandem's  database  for  problem 
verification  and  documentation. 


•  Multiple  Systems  Support  for  customers  with 
more  than  one  system.  This  service  product 
provides  the  electronic  support  features  of 
Support  Centre  Assistance  described  at  the 
next  level. 

•  Support  Centre  Assistance  for  customers  who 
require  platform  availability  support, 
enhanced  electronic  support  features  and  fast 
problem  resolution  from  Tandem's  global 
network  of  NonStop  Support  Centres. 

•  Custom  Availability  Support  provides 
customers  with  Tandem's  most 
comprehensive  level  of  support.  Custom 
Availability  Support  has  to  be  provided  by  a 
Tandem  partner  in  order  to  provide 
proactive  24  x  7  support  that  guarantees 
application  availability. 
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Exhibit  3 

Himalaya  Software  Support  Offerings 


Programme 
Feature 

Warranty 

Self  Support 

Support 

Centre 

Assistance 

Multiple 
Systems 
Support 

Custom 

Availability 

Support 

Problem  Support 

Defect 

Defect 

Defect/Usage 

Defect/Usage 

Defect/Usage 

Resolved  Problem 
Database 

Yes 

Yes 

Yes 

Yes 

Yes 

IPM  Research 
and  Retrieval 

Yes 

Yes 

Yes 

Yes 

Yes 

Access  to 
Problem  Support 

E-mail  or  Fax, 
TNSC 

E-Mail  or  Fax, 
TNSC 

Phone, 
TNSC 

Via 

Primary  System 
Focal  Point 

Phone, 
TNSC 

Coverage 

yxo 

yxo 

Via 

Primary  System 
Focal  Point 

nGsponsG 

8  hour 

4  hour 

irnrneuiaie 

Via 

Primary  System 
Focal  Point 

Releases 

No 

Yes 

Yes 

Yes 

Yes 

Documentation 

No 

Yes 

Yes 

Yes 

Yes 

1  lUaUUVt;  IrlVI 

Notification  and  IPM 
Emergency  Recall 

Mn 

1  CO 

(Available  2nd 
Half  1994) 

1  CO 

(Available  2nd 
Half  1994) 

1  CO 

(Available  2nd 
Half  1994) 

Availability  Support 

Platform 

Platform 

Platform 

Platform 

Computing 
Environment 

Availability  Review 

No 

No 

No 

No 

Yes 

Availability  Maintenance 
Process 

No 

No 

No 

No 

Yes 

Availability  Guarantee 

No 

No 

No 

No 

Yes 

Critical  Problem 
Response  Telephone 

2  Hour,  9x5 
E-mail  or  Fax 

2  Hour,  9x5, 
E-mail  or  Fax 

Immediate,  24x7,  Interface  Via 
Telephone          Primary  System 

Immediate,  24x7, 
Telephone 

*  Coverage  and  response  may  vary  based  on  individual  country 

Source:Tandem 


This  Research  Bulletin  is  issued  as  part  of  INPUT'S  Customer  Services  Programme  for  the 
information  services  industry.  If  you  have  any  questions  or  comments  on  this  bulletin,  please  call  your  local  INPUT 
organisation  or  Peter  Lines  at  INPUT,  17  Hill  Street,  Mayfair,  London  WIX  7FB  England.  (071)  493  9335,  Fax  (071)  629  0179 
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About  INPUT 


Since  1974,  information  technology  (IT)  users  and  vendors  throughout  the  world  have  relied  on 
INPUT  for  data,  objective  analysis,  and  insightful  opinions  to  support  their  plans,  market  assessments 
and  technology  directions  particularly  in  computer  software  and  services.  Clients  make  informed 
decisions  more  quickly  and  save  on  the  cost  of  internal  research  by  using  INPUT'S  services. 

Call  us  today  to  learn  how  your  company  can  use  INPUT'S  knowledge  and  experience  to  grow  and 
profit  in  the  revolutionary  IT  world  of  the  1990s.  ,  , 

Annual  Subscription  Programmes  ^  


European  and  North  American  Market  Analysis 

Analysis  of  Information  Services,  Software  and  Systems  Maintenance  Markets 
5-year  Forecasts,  Competitive  andTrend  Analysis 

*  15  Vertical  Markets     •  9  Categories  of  Software  and  Services    •  7  Cross-Industry  Markets 

•  The  Worldwide  Market  (30  countries) 

—  European —  — U.S. — 

•  Outsourcing  •  Outsourcing  •  EDI  /  Electronic 

:  .  Client/Server  Commerce 

•  Systems  Integration    .i  ,. 

■     •  •  Systems  Integration  .  U.S.  Federal  Government 

•  Customer  Services  .  IT  Vendor  Analysis  IT  Procurements 

Custom  Consulting  ■  

Many  vendors  leverage  INPUT'S  proprietary  data  and  industry  knowledge  by  contracting  for  custom 
consulting  projects  to  address  questions  about  their  specific  market  strategies,  new  product/service 
ideas,  customer  satisfaction  levels,  competitive  positions  and  merger/acquisition  options. 

INPUT  advises  users  on  a  variety  of  IT  planning  and  implementation  issues.  Clients  retain  INPUT 
to  assess  the  effectiveness  of  outsourcing  their  IT  operations,  assist  in  the  vendor  selection  process  and 
in  contract  negotiation/implementation.  INPUT  has  also  evaluated  users'  plans  for  systems  and 
applications  downsizing.  "  ■ 


INPUT  Worldwide 


London— 17  Hill  Street  San  Francisco— 1280  Villa  Street 

London  WIX  7FB,  England  Mountain  View,  CA  94041-1 194 

Tel.  +44  (0)  71  493-9335  Fax  +44  (0)  71  629-0179      Tel.  (415)  961-3300  Fax  (415)  961-3966 

Paris— 24,  avenue  du  Recteur  Poincare  New  York- 400  Frank  W.  Burr  Blvd. 

75016  Paris,  France  Teaneck,  NJ  07666 

Tel.  +33  (1)  46  47  65  65  Fax  +33  (1)  46  47  69  50        Tel.  (201)  801-0050  Fax  (201)  801-0441 

Frankfurt— Sudetenstrasse  9  Washington,  D.C.  — 1953  Gallows  Rd.,  Ste.  560 

D-35428  Langgons-Niederkleen,  Germany  Vienna,  VA  22182 

Tel.  +49  (0)  6447-7229  Fax  +49  (0)  6447-7327        Tel.  (703)  847-6870  Fax  (703)  847-6872 

Tokyo — Saida  Building,  4-6,  Kanda  Sakuma-cho 

Chiyoda-ku,  Tokyo  101,  Japan  ,  -  • 

H^,jpa|^...,  Tel.  +81  (3)  3864-0531  Fax  +81  (3)  3864-41 14 


